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THE IMPACT OF DISTRIBUTION INTENSITY, ADVERTISING, 
AND SALES PROMOTION ON BRAND AWARENESS, AND 
BRAND EQUITY ON SUNLIGHT PRODUCT IN SURABAYA 
 
Gustian 
Email: gustian.ma.91@gmail.com 
 
Abstract 
Research carried out aimed to determine the impact of distribution 
intensity, advertising, and sales promotion on brand awareness, and brand 
equity on Sunlight product in Surabaya. This research uses structural 
equation modeling (SEM) method. Sampling technique in this research is 
sampling purposive. This research uses sample of 150 respondents. 
Characteristics of the sample are people who know Sunlight product and 
advertisement. 
The results showed that distribution intensity has positive effect on 
brand awareness. Advertising has positive effect on brand awareness. Sales 
promotion has positive effect on brand awareness. Brand awareness has 
positive effect on brand equity. 
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PENGARUH DISTRIBUTION INTENSITY, ADVERTISING, DAN 
SALES PROMOTION TERHADAP BRAND EQUITY MELALUI 
BRAND AWARENESS PADA PRODUK SUNLIGHT DI SURABAYA 
 
 
Abstrak 
Penelitian yang dilakukan bertujuan untuk mengetahui pengaruh 
distribution intensity, advertising, dan sales promotion terhadap brand 
equity melalui brand awareness pada produk Sunlight di Surabaya. 
Penelitian ini menggunakan metode Structural Equation Modeling (SEM). 
Teknik pengambilan sampel dalam penelitian ini mengunakan sampling 
purposive. Sampel yang digunakan penelitian ini sebesar 150 responden. 
Karakteristik sampel yaitu masyarakat yang mengetahui produk dan iklan 
Sunlight. 
Hasil penelitian menunjukkan bahwa distribution intensity 
berpengaruh positif terhadap brand awareness. Advertising berpengaruh 
positif terhadap brand awareness. Sales promotion berpengaruh positif 
terhadap brand awareness. Brand awareness berpengaruh positif terhadap 
brand equity. 
 
Kata Kunci: Distribution Intensity, Advertising, Sales Promotion, Brand 
Awareness, Brand Equity 
